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FIGURE |: TOP 10 FACTORS DRIVING ADVERTISING PROFITABILITY

Position Factor Profit Multiplier

Market size 16.00
Creative execution 10.00
Budget-setting and allocation 200
Variable media costs 1.60
Laydown 1.10
Media multiplier L0
Brand life cycle 1.08
Quality viewing 1.05
Task 1.05
Audience 1.04

Source: Data2Decisians
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Kodachrome
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Creativity is the biggest ROl multiplier within our control

Potential multipliers of advertising profitability - (2023)
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| Want That...

Best Possible
Creative quality




50% AS IMPORTANT AS MY TALK SUGGESTS
| Don’t Want That | Want That...

Best Possible
Creative quality

Media Massively Shithouse

Creative quality Creative




25% IMPORTANCE
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Emotion

Best Possible
Creative quality




Awwwww.... Emotion

AT 18, YOUR ANGRY DAUGHTER
WON'T LOOK THIS CUTE.

MAKE SURE YOU CHOOSE THE RIGHT CHILD PLAN.

wemmem - Childsurance’

oLtd 1DBI Federal Childsurance Dreambuilder Insurance Plan




Startled

Revolted
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Star Rating: Exceptional

Long-term market share growth based on ad’s
creative effectiveness, calculated by measuring
emotional response to the ad.

System1
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The moment in your ad where © What was asked?
happiness was highest

00:57s

Happiness

00:00s 01:02s



The Power of (any) Emotion

Brand Effects Business Effects
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Emotion

Jo'campaigns achieving incremental profit
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4% 6% 6% Non Emotional
zc Campaigns
Under 6 Months Over 6 Months Over 1.5Years Over 3 Years

Campaign Duration

SystemI Within vertical quartiles: Top vs Bottom quartile Star Rating, with top quartile Fluency Rating. 1265 US, Europe, UK & Ireland campaigns between
2007-2023 from the Effie Case Library (2017-2023 program years). Ads tested with System1’s Test Your Ad with 200,000+ Global Respondents.
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% of people who recognised the

brand by the end of the ad

System1

Create with Confidence

The moment in your ad where
Fluency increased the most

Duration

© What was asked?




79

Fluency Rating: Modest

Measures strength of branding in the ad.
Fluency is driven by the % of people recognising the brand by the end of ad.

473\ Low - Modest - Good - Strong - Exceptional
27.7% of Ads 18.6% of Ads 26.9% of Ads 14.3% of Ads 12.4% of Ads

89 is the average for "Canada TV"
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Create with Confidence




None of this Matters without....

Fluency Distinctiveness Codification

All Brands
No. of Brand Effects

n=1265 Low High High
Emotion Emotion Emotion

Weak Branding

All Campaigns

W OWR W
systemi = 48

m Within vertical quartiles: Top vs Bottom Star Rating & Fluency Rating. 1265 US, Europe, UK & Ireland campaigns between 2007-2023

Create with Confidence

from the Effie Case Library (2017-2023 program years). Ads tested with System1’s Test Your Ad with 200,000+ Global Respondents. . —

Branding




Emotion

% campaigns achieving incremental profit

0 Fluent & Emotional
45% Campaigns

Emotional
Campaigns
8%
7% 4% 6% Not Emotional
2% _’__ Campaigns

Under 6 Months Over 6 Months Over 1.5 Years Over 3 Years
Campaign Duration

SystemI Within vertical quartiles: Top vs Bottom quartile Star Rating, with top quartile Fluency Rating. 1265 US, Europe, UK & Ireland campaigns between

2007-2023 from the Effie Case Library (2017-2023 program years). Ads tested with System1’s Test Your Ad with 200,000+ Global Respondents.
Create with Confidence
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Star Rating: Strong

Long-term market share growth based on ad’s
creative effectiveness, calculated by measuring
emotional response to the ad.

Low Modest Good Strong Exceptional
32.0% of Ads 34.8% of Ads 26.3% of Ads 6.5% of Ads 0.4% of Ads

System1 ﬁ is the average for "Canada TV"
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00:01s - 00:03s

100% —

% of people who recognised the
brand by the end of the ad

System1

Create with Confidence
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Fluency Rating: Strong

Measures strength of branding in the ad.
Fluency is driven by the % of people recognising the brand by the end of ad.

aa\ Low ;3 Modest g3 | Good oy Strong os) Exceptional
27.7% of Ads 18.6% of Ads 26.9% of Ads 14.3% of Ads 12.4% of Ads

System1 BD is the average for "Canada TV"

Create with Confidence



Chance of High Fluency depends on DBA Type

Logo or Symbol  Celebrity Brand Colors Slogan Brand Distinct Jingles Fluent Device Sonic Device
Typeface  Product Shape Character
Y
o I I I & amazoncom j_{}
JUSTDOIT. 1ber Mode e

DEFGHIJK P’'m lovin’ it
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Create with Confidence

Systeml Systeml |ﬁe System1’s global Test Your Ad database, 500 US and European ads coded for 7 different types of distinctive assets used.

% of ads in top 25% for Final Fluency

Create with Confidence



igh Fluency depends on DBA Frequency
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No. of Brand Codes in Ad

SYSteml Systeml % System1’s global Test Your Ad database, 500 US and European ads coded for 7 different types of distinctive assets used. @
Create with Confidence

Create with Confidence % of ads in top 25% for Final Fluency



*Careful
*Choiceful
*Controlled
*You can overdo 1t

°Logo plus 3

* Vulgar
* Overdone
* Playful
* You can’t overdo it
e 7 codes per ad




Emotion x Fluency x Time

%_ achieving incremental profit

Fluent & Emotional

6X Campaigns

Emotional

Campaigns

8%
0]
7% 4% 6% Not Emotional
2% Campaigns
Under 6 Months Over 6 Months Over 1.5Years Over 3 Years

Campaign Duration

SyStemI Within vertical quartiles: Top vs Bottom quartile Star Rating, with top quartile Fluency Rating. 1265 US, Europe, UK & Ireland campaigns between

Create with Confidence 2007-2023 from the Effie Case Library (2017-2023 program years). Ads tested with System1’s Test Your Ad with 200,000+ Global Respondents.










Star Rating: Strong

Long-term market share growth based on ad'’s
creative effectiveness, calculated by measuring
emotional response to the ad.

Low Modest Good Strong Exceptional
4.8% of Ads 13.6% of Ads 36.1% of Ads 25.8% of Ads 19.7% of Ads

is the category average for "Confectionery & Chocolate"
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Fluency Rating: Exceptional

Measures strength of branding in the ad.
Fluency is driven by the % of people recognising the brand by the end of ad.

\ Low Modest Good Strong Exceptional
73 4.0% of Ads 19 6.9% of Ads 83 271% of Ads \QD 32.0% of Ads @ 30.0% of Ads




‘motion X Fluency x Time

%_ achieving incremer® lp=-~
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2.2 2.2 21 2.2
lﬂ 1o 499 500 to 549 550 to 599 600 to 643 650 to 7000
Time between first air date and System1 testing (days)
System1
Create with Confidence
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Start The Car
31 sec. 7" Aug 2024

N (=7)

Star Rating: Spike Rating: Fluency Rating:
Exceptional Exceptional
Predicts long-term market share growth Indicates short-term sales potential Indicates strength of brand recognition

System1 @
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Compound Creativity

Second
17!

Brands split into Creative Consistency Score quartiles,
matched to the UK & US Effie case library (measured over 5 years)

n=139

SYStemI 139 US and UK brands coded for 13 different creative consistency features over 5 years matched to the Effie Case Library.
Create with Confidence Splitinto quartiles, see “Compound Creativity” for more




Compound Creativity

Average ROI
(Per Dollar/Pound/Euro) 2.1 2.2 3.7 8.8
% campaigns achieving  6,1% 12.4% 16.7% 17.6%
incremental profit

Avg. No Business Effects

Somewhat Very
Consistent Consistent

Most
Consistent

n=139 Brands split into Creative Consistency Score quartiles,

matched to the UK & US Effie case library (measured over 5 years)
SySIh:eE}lI 139 US and UK brands coded for 13 different creative consistency features over 5 years matched to the Effie Case Library
Create with Confidence

Splitinto quartiles, see “Compound Creativity” for more
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Star Rating: Low

Long-term market share growth based on ad’s
creative effectiveness, calculated by measuring
emotional response to the ad.

Low Modest Good Strong Exceptional
32.0% of Ads 34.8% of Ads 26.3% of Ads 6.5% of Ads 0.4% of Ads

ﬁ is the average for "Canada TV"



59

Fluency Rating: Low

Measures strength of branding in the ad.
Fluency is driven by the % of people recognising the brand by the end of ad.

03\ Low - Modest - Good - Strong - Exceptional
27.7% of Ads 18.6% of Ads 26.9% of Ads 14.3% of Ads 12.4% of Ads

89 is the average for "Canada TV"



w

Star Rating:
Low

Predicts long-term market share growth

All working together
16 sec. 16" Feb 2023

0.56

N

Spike Rating:
Low

Indicates short-term sales potential

59)

Fluency Rating:
Low

Indicates strength of brand recognition



Three factors and One Medium

. Fluent & Emotional
63% Campaigns
+TV as primary touchpoint

% campaigns achieving incremental profit

33% Emotional
Campaigns

§ ' 6% 6% Crap Typical

: Campaigns

Under 6 Months Over 6 Months Over 1.5 Years Over 3 Years

Campaign Duration

SystemI Within vertical quartiles: Top vs Bottom Star Rating & Fluency Rating. 1265 US, Europe, UK & Ireland campaigns between 2007-2023
from the Effie Case Library (2017-2023 program years). Ads tested with System1’s Test Your Ad with 200,000+ Global Respondents.

Create with Confidence
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